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PPrreelliimmiinnaarryy  BBuussiinneessss  PPllaann    
 

This Business Plan is a short document which describes some of the approaches I may 

take upon an agreement with Plymouth Rock  to manage and support their offline and  

online marketing strategies and campaigns.        Prepared by Alvin T. Perhacs 

 

Objectives 
 

Meeting future objectives is going to be comprised of analyzing current & future metrics, 

in order to properly execute successful offline and online campaigns. The key to all 

marketing and advertising is measuring. Once there is data that confirms success or how 

the campaign can be improved, only then can you know how to derive future positive 

results. 

 

PDR Process 
 

The process for creating a viable online marketing program consists of paying attention 

to details with a focus on the long term value of each customer. 

• Plan- Setting up a strategy beforehand on what the goals and objectives are as 

well as detailed analysis of many factors, including but not limited to past 

campaigns, current analytics, metrics & how to generate a consumer recognition 

of the importance of having an agent. 

• Do- Implementation of the plan following a detailed work flow and process map 

from start to finish. 

• Review- Using all data from campaign and metrics to determine success and ROI 

and how to repeat it or tweak it. 

 

Phase I: Plan 
 

In any successful campaign the concept of planning is of most importance. 

Understanding all of the components is critical to a winning online or offline promotion. 

 

Objectives- Measurable Goals 

• What is the main objective? 

• To increase sales? What is the Cost Per Acquisition? 

• To increase leads for agents? What is the number? 

• How are the leads tracked from campaign to agent and back to corporate to 

analyze? 

• To create data and intel? 

• What time frame for completion? 

• How will you know the objective was met? 

• What metrics are in place to measure and determine what to measure? 
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Demographics 

• Who is the target? 

• Age, gender, education, ethnicity, interests, income 

• Finding out how and why they choose an insurance company or product 

• Boiling it down to several characteristics or one main demographic 

• What method of measurement or analytics to use? 

 

Keywords-- Offline to Online 

• What are the "money keywords" for the campaign? 

• What is their selection process for both offline (direct media) and online media? 

• How to find the proper keywords 

• Use 2-3 top level software programs to generate a list of winning keywords 

• Competitive analysis using software to isolate key words from all top competitors 

and what they pay per word 

• Buying those keywords at the best price with ROI in mind. 

• Finding the best sourcing at the lowest cost per acquisition. 

 

Budget 

• What is the budget for the project? 

• Based on the keyword cost is it realistic? 

• How quickly do you want to burn the budget? 

• What is the CPA or cost per acquisition? 

 

Analytics 

• Setting up Google Analytics account for online tracking. Also install several other 

tracking platforms to use as a "checks and balances' against one another, until you 

determine the most reliable source. 

• Understanding which metrics are most important for this campaign and others 

• Which past campaigns were successful and why? What were the key elements and 

how were they tracked? 

• Other Analytics tools based on desired data 

• Tying analytics into actual targets of success 

• How many different measurements per campaign? 

• Tracking direct mail campaigns on whether the customer calls an agent, goes to a 

website or other method of tracking. Having at least 3 traceable methods of 

tracking allows multiple options to be analyzed for future campaigns. 

• Which measurements are most important for the campaign to be successful? 

 

Setting Up The Team 

• Who is responsible for the project? 

• What are the skill sets of the players? 

• Is there any ramp up time to get team up to speed? 

• Make sure the team understands all objectives, tasks, goals and objectives. 

 



 2011. Alvin T. Perhacs   All rights reserved. 

 
 

 

Phase II: Do (Implementation) 
 

This is the step where we set everything up for active results. 

 

Pay Per Click, Direct Mail, Media Buying 

• Take data from planning and put together a cohesive action plan with milestones 

• Determine how long each task should take and by whom 

• Scale project to establish a baseline of how long each project piece will take to 

complete 

• Understand how to put the campaign together 

• How many campaign versions? Will there be different ads to see which one pulls 

best?   

• How many different types of media (Direct Mail, PPC, Banners, Forums,etc) 

• Which tracking method(s) will be used? 

 

Additional Considerations for Content to Run Alongside Campaign 

 

Content- Articles- Re-educates people on why they should speak with an agent 

• How many articles? 

• Topics and outlines 

• Article distribution and placement 

• Spin articles 

 

Content- Videos- Re-educates people on why they should speak with an agent 

• How many videos? 

• Topics and outlines 

• Video distribution and placement 

• Testing videos 

 

Press Releases 

• Press Release Strategy 

• Press release with ALL media campaigns 

• How many to release? 

 

Social Media Campaigns 

• Facebook 

• Twitter 

• Content blogs 

• Others TBD 
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Emails 

• What system of email and email tracking is being used currently? 

• Is there an auto-responder system in place? 

• How many auto-responder sequences? 

• How are the emails being tracked? 

• Are the emails HTML or text (or both)? 

 

Phase III: Review 
 

Reviewing success and where we can do better is the key to the process 

 

Results 

• What results did we achieve? 

• Where the objectives met? 

• How long did it take? 

 

What Went Wrong? 

• List out problem areas if any 

• Correct them immediately 

• All team members must be aware of this 

 

Analytics 

• Open rates, delivery rates, 

• Conversion—Sales, Leads, Other 

• Lead follow up 

• Cost of acquisition? 

• Campaign costing 

 

Success Factors 

• Whatever worked do it again 

• Find key metrics to re-measure and different one for future campaigns 

• Determine why this was a success 

• Tweak targeting of all media 

 

The PDR process is simple and to the point. It is designed as a results driven 

methodology that works when implemented. 

 

This “Preliminary Business Plan” is typical of some the naturally effective skills, 

techniques and strategies I may implement if given the opportunity to help lead Plymouth 

Rock to their next level of success with their advertising and online marketing initiatives. 

"Because its purpose is to create a customer, the business has two - and only two - 

functions: Marketing and Innovation. Marketing and Innovation produce results. All the 

rest are costs." --Peter Drucker 


